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摘 要 
 
随着移动互联网的迅猛发展，企业传统的营销战略正发生着颠覆性的变化，
传统的线下销售正逐步被线上线下一体化的营销模式所取代，消费者对企业商
品、服务的选择和订购产生了新的要求。在这样的背景下，企业的电子渠道从概
念走向了应用，电子渠道也正从最初的银行业覆盖到各行各业。特别值得关注的
是，在各大电信运营商的转型战略中，营销的互联网化转型均被作为重要的组成
部分并成为评估转型是否成功的重要里程碑，中国联通、中国电信、中国移动纷
纷投入巨大的资源建设电子渠道，运营商电子渠道的发展前景吸引了相关业界极
大的关注和研究热情，但是其庞大的个人终端用户却没有对此表现出相应的兴
趣。相比之下，我国电信运营商电子渠道的建设落后于国内银行业、保险业等的
平均水平，也远远落后于国际先进运营商的发展水平。电子渠道的技术优势、消
费者价值及其在运营商战略转型中核心作用的体现，均取决于消费者对电子渠道
的采纳和使用，产业界已经开始关注运营商积极发展电子渠道的行为，但学术界
对运营商电子渠道的消费者采纳行为研究较为匮乏。 
本研究依据作者在运营商逾 20 年的工作经验以及社会现实背景提出研究课
题，使用大数据分析和构建模型的方法研究消费者对运营商电子渠道的采纳行
为，通过对模型的实证研究揭示采纳规律和行为机理，为促进我国运营商电子渠
道发展和战略转型推进提出对策和建议。本研究按照“提出问题-理论分析-模型
假设-实证检验-实践启示”的分析思路，通过理论和文献梳理，综合应用了“信
念-态度-行为”理论、消费者决策过程模型、个体选择模型、信任转移、消费者
资源稀缺感、感知整体性等理论，又通过数据挖掘的关联规则分析、调查问卷的
实证分析等方法，构建了电子渠道的用户采纳模型和影响因素，并采用结构方程
模型等数理统计分析方法进行了模型的验证，较全面地分析了消费者对运营商电
子渠道采纳行为机理和行为规律，并对提升运营商电子渠道的采纳水平提出了相
应的建议。本研究完成了以下工作： 
一、消费者采纳运营商电子渠道的行为机理研究。在较为全面地对国内外研
究现状、运营商战略转型背景以及电子渠道发展的最新研究动态进行回顾的基础
之上，分析了运营商电子渠道的运营特征、消费者采纳电子渠道的关键影响因素、
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电子渠道的用户价值，认为电子渠道可以解决移动互联网环境下消费者便捷购物
和线下服务网点不足、服务成本过高的矛盾。根据运营商电子渠道应用情景探讨
了消费者采纳行为的内涵和外延，选择经典理论作为本研究的理论基础，在此基
础上又根据移动互联网环境下消费者对线上线下渠道协同的特点和要求，创新性
引入了消费者感知整体性、资源稀缺感等相关理论，最终制定了“影响因素分析
-模型设计-实证检验-实践启示”的研究路径和框架。 
二、运营商电子渠道采纳行为模型的设计与构建。该模型涵盖了采纳行为的
相关影响因素以及它们之间的关系，因此，本研究首先从理论和实践出发，从理
论文献中分析和归纳出影响消费者采纳运营商电子渠道的可能因素，又以在线客
户评论作为数据源进行数据挖掘，以 Rapidminer 作为工具，采用关联规则算法
对实证分析的电子渠道消费者接受的关键因素进行了验证与提取，结合开放问卷
搜集的消费者反馈数据，确定了线下服务感知、线上服务感知、感知整体性、感
知价值、信任、社会性影响等几个影响因素。然后，参考上述因素在现有文献中
的结论性研究成果，推理其在移动互联网环境下消费者采纳运营商电子渠道中的
作用关系，最终推导和设计了消费者对运营商电子渠道的采纳行为模型，并对模
型中因素间的关系进行了实证研究假设。 
三、消费者对运营商电子渠道的采纳行为模型实证研究。按照规范的实证研
究过程，对模型中相关概念的定义进行可操作化处理，参考已有研究中的成熟调
查问卷量表，根据消费者对运营商电子渠道的采纳情景，重点体现移动互联网环
境下线上和线下感知整合情景，设计了本研究的量表，生成了初始的调查问卷，
经过专家访谈调研、问卷预测、预测问卷收集数据的信度和效度检验等过程修正
问卷，生成了最终的正式调研问卷；在正式问卷生成后，对调查的样本结构和抽
样方式进行了精心选择，进行了大规模调研；对正式调研收集到的数据分别进行
了信度与效度检验、描述性统计分析、因子分析和结构方程模型的分析验证，统
计分析结果显示本研究建立的模型假设可接受，能够对相关的问卷调研数据进行
合理解释，最终得出了实证研究的结论。 
五、在对运营商电子渠道采纳行为规律分析和解释的基础上，提出了运营商
电子渠道增加用户采纳度的管理策略和实践启示。包括建立提升消费者的感知价
值、重视社会性影响、提高 O2O 上门服务水平等策略。 
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通过通篇的研究分析，本文得到四个主要的结论：1.消费者感知价值对电子
渠道采纳意图的总效应最大，其后依次为线上服务质量、O2O 上门服务感知、
电子渠道信任水平、感知整体性、社会性影响。本研究所引入的 O2O 上门服务
感知和感知整体性对采纳意图的影响具有重要作用；2.在本文研究的个人因素
中，对消费者感知的显著影响的因素主要是性别、学历、认知方式和电子渠道使
用经历；3.实体渠道和电子渠道的不同渠道特征将影响消费者在信息搜索和产品
购买阶段的渠道选择偏好；4.在移动互联网环境下，需要关注实体渠道和电子渠
道内的锁定机制以及渠道间的协同关系，它们会在不同决策阶段对消费者产生影
响。 
总之，本研究较为全面地构建了具有移动互联网情景特征的运营商电子渠道
采纳行为分析模型，经过严谨的实证研究证明模型可接受，具有一定的理论和实
践价值。本研究的主要创新点有以下几方面。 
第一，探索出了消费者对运营商电子渠道采纳行为机理。现有的研究大多数
是直接对消费者的采纳行为进行实证分析，鲜有深入从消费者心理角度探索采纳
行为的形成的机理，缺乏对采纳行为系统深入的解释。运营商电子渠道作为一种
创新应用和渠道模式，能够有效实现移动互联网环境下电信运营商的营销转型，
可以满足消费者随时随地获取服务的需求，能够有效解决当前消费者普遍面临的
资源稀缺感，并在此基础上分析探讨了消费者对运营商电子渠道采纳行为的内涵
和特征。 
第二、发现了影响消费者采纳运营商电子渠道的关键因素，构建了运营商电
子渠道消费者采纳行为模型。运营商电子渠道是近 3 年刚出现的创新应用，针对
运营商电子渠道特点的消费者采纳研究较少，已有研究对移动互联网环境下消费
者采纳运营商电子渠道行为解释力不足。本研究从理论和实践两种角度对消费者
采纳电子渠道的影响因素进行了全面分析，经过大数据分析、理论推导、专家访
谈等方式构建了模型中各因素的关系，该模型是对信息技术采纳行为研究的一种
贡献与创新。 
第三、对比模型中因素之间的影响力，总结出了消费者对运营商电子渠道采
纳行为规律。现有的研究大都局限于技术接受模型，普遍认为感知有用性和感知
易用性是采纳行为主要促进影响因素，信任等是消费者采纳行为的主要阻碍。本
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研究发现，O2O 上门服务感知和感知整体性对采纳意图的影响具有重要作用，
并且影响消费者的感知有用性。同时，针对消费者的资源稀缺感，本研究丰富了
消费者感知价值的内涵，从时间稀缺性和金钱稀缺性两个方面对感知有用性的内
涵进行了丰富和完善。同时，个人认知方式是影响电子渠道采纳的另一重要因素，
思考偏好的消费者倾向于更快采纳电子渠道并且感觉电子渠道在感知有用性、信
任等方面具有更高水平；信任水平对运营商电子渠道采纳影响相对不明显，这和
已有研究中广泛认为信任水平低是消费者拒绝使用运营商电子渠道的重要原因
的结论不一致，在渠道选择决策中，感知价值的影响要远高于信任。 
 
 
 
关键词：电子渠道；渠道选择；行为模型；用户采纳；电信运营商 
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Abstract 
 With the rapid development of mobile internet, disruptive changes are taking 
place to enterprise’s traditional marketing strategy. The traditional off-line sales are 
gradually replaced by the integrated online marketing model and consumers have new 
requirements for enterprise’s goods, choice and purchase of services. In this context, 
the enterprise’s electronic channels go to the application from concept and electronic 
channels also cover all walks of life from the original banking industry. Of particular 
concern is the fact that in the transformation strategies of major telecom operators, 
internet marketing is an important part of and becomes one of the important symbols 
of success for transformation. China Unicom, China Telecom and China Mobile have 
invested enormous resources in the construction of electronic channels. Operators’ 
development prospects of electronic channels have attracted the attention and study 
enthusiasm of relevant industries, but huge personal end users do not show the 
corresponding interest. Telecom operators in China, by contrast, have more backward 
construction of the electronic channels than the average level of domestic banking, 
insurance and other industries and also lag far behind development levels of 
international advanced operators. Electronic channels’ technical advantages, 
consumer value and the embodiment of the core role in operators’ strategic 
transformation depend on consumers’ adoption and use of electronic channels. The 
industrial circles have focused on operators’ behavior of developing electronic 
channels actively, but the academic circles have scarce research on consumer 
adoption behaviors of operators’ electronic channels.  
 In this paper, on the basis of more than 20 years of experience in operators and 
social reality background, the author puts forward the research topic, uses big data 
analysis and model construction to study consumers’ adoption behaviors of electronic 
channels of operators, reveals the consumer behavior through the empirical research 
on the model and proposes countermeasures and suggestions to promote the 
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development of Chinese operators’ electronic channels and strategic transformation. 
According to the analysis train of thought “raising a question- theory analysis - model 
assumption – empirical test - practical enlightenment”, through the theory and 
literature review, this paper comprehensively applies the technology acceptance 
theory, consumer decision process model, individual selection model, trust transfer, 
consumer resource scarcity and perceived integrity theory and constructs the user 
acceptance model and influence factors of electronic channels through the analysis of 
association rules of data mining, empirical analysis of the questionnaire and other 
methods. In addition, through the investigation and empirical test, this paper uses 
mathematical statistics analysis methods like structural equation model to validate the 
model, conducts a comprehensive analysis of consumers’ adoption behavioral 
mechanism and rules for operators’ electronic channels and puts forward 
corresponding suggestions to enhance the adoption level of operators’ electronic 
channels. This study has completed the following work: 
 1. Research on consumers’ adoption behavioral mechanism for operators’ 
electronic channels. Based on the relatively comprehensive review of the research 
present situation at home and abroad, operators’ strategic transformation backgrounds 
and the latest research trends of the development of electronic channels, this paper 
analyzes the operators’ operating characteristics of electronic channels, key influence 
factors of consumer adoption of electronic channels and user value of electronic 
channels and holds that electronic channels can solve the contradiction between 
consumers’ convenient shopping and insufficient offline service outlets and too high 
services under the environment of the mobile internet. According to the operator 
electronic channels’ application circumstances, this paper discusses the connotation 
and denotation of consumers’ adoption behavior, chooses the classic user adoption, 
consumer decision process model and individual selection model theory as the 
theoretical basis of the study. On this basis, according to consumers’ characteristics 
and requirements of collaborative online and offline channels in the mobile internet 
environment, it introduces innovatively consumer perceived integrity, sense of 
resource scarcity and related theories and puts forward the research path and 
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framework “analysis of influence factor-model design–empirical test- practical 
enlightenment.  
 2. Design and construction of adoption behavior model of operators’ electronic 
channels. The model covers the adoption behavior’s related affecting factors and the 
relationship between them. Therefore, the study first starts from the theory and 
practice, analyzes and concludes the possible factors affecting consumer adoption of 
operators’ electronic channels from theoretical literature and makes data mining with 
online customers’ comments as the data source. With Rapidminer as the instrument, 
the study adopts the algorithm of association rules to validate and extract key factors 
of consumer acceptance of electronic channels analyzed empirically. Combining with 
consumer feedback of data collected from open questionnaires, it determines several 
influence factors such as the offline service perception, online service perception, 
perceived integrity, perceived value, trust and social influence. Then, referring to the 
conclusive research results of the above factors in the existing literature and reasoning 
the relationship in consumer adoption of operators’ electronic channels in the mobile 
internet environment, the paper finally deduces and designs the consumer adoption 
behavior model of operators’electronic channels and makes empirical research 
hypothesis of the relations between factors in the model.  
 3. Empirical research on the model of consumers’ adoption behavior of operators’ 
electronic channels. According to the standard empirical study process, operable 
processing is conducted on the definitions of related concepts in the model. With 
reference to mature questionnaire scale in existing studies and according to 
consumers’ adoption of operators’ electronic channels, the paper focuses on reflecting 
the online and offline perception integration in the mobile internet environment, 
designs the scale of the study and generates the initial questionnaire. Through expert 
interview investigation, questionnaire prediction, forecasting the reliability and 
validity of the questionnaire to collect data and revise questionnaire, the final survey 
questionnaire is generated. After the formal questionnaire is generated, the survey’s 
sample structure and sampling method are selected carefully and large-scale surveys 
and investigations are carried out. For the data collected from the formal survey, 
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analysis and validation like reliability and validity test, descriptive statistical analysis, 
factor analysis and structural equation model analysis are conducted. Statistical 
analysis results show that the model hypothesis built in the study is acceptable and 
can explain rationally the relevant questionnaire survey data. Finally the empirical 
research conclusion is drawn.  
 4. Based on the analysis and explanation of the behavioral rules of consumers’ 
adoption of operators’ electronic channels, the paper puts forward the management 
strategy and practice enlightenment that operators should increase user acceptance for 
the electronic channels, including establishing the evaluation index system of 
electronic channel user acceptance, enhancing consumers' perceived value and 
improving the level of consumer trust.  
 Through the whole research and analysis, four main conclusions are drawn in this 
paper. 
 1. The total effect of consumers’ perceived value on the intention to accept 
electronic channels is the largest, followed by online service quality, O2O 
door-to-door service perception, level of the trust for electronic channels, perceived 
integrity and social perception. In the research, O2O door-to-door service perception 
and perceived integrity play an important role in the influence on the acceptance 
intention.  
 2. Among the personal factors studied in this paper, the factors that significantly 
affect consumer perception are mainly gender, educational background, cognitive 
style and experience in using electronic channels.   
 3. Different characteristics of entity and electronic channels will influence 
consumers’ channel selection preference in information search and commodity 
purchase stages. 
  4. In the mobile Internet environment, the locking mechanism within entity and 
electronic channels and collaborative relationship between the channels should be 
paid attention to, because they will affect consumers in different stages of decision 
making.  
 In conclusion, this study has comprehensively constructed the adoption behavior 
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analysis model of operators’ electronic channels with mobile internet situational 
characteristics. After rigorous empirical study, it demonstrates that the model is 
acceptable and is of certain theoretical and practical value. The main innovation 
points of this study are shown in the following several aspects.   
 Firstly, it has explored out consumers’ adoption behavior mechanism for 
operators’ electronic channels. Most of the existing research conducts empirical 
analysis of consumers’ adoption behavior directly and there is scarce research which 
deeply explores the forming mechanism of the adoption behavior from consumer 
psychology to explore the formation of adoption behavior mechanism from 
consumers’ psychology and lacks systematic and in-depth explanation of the adoption 
behavior. The operator electronic channel, as an innovative application and channel 
mode, can effectively achieve the marketing transformation of telecom operators in 
the mobile internet environment, meet consumers’ demand for the access to services 
anytime and anywhere and can effectively resolve the common felling of scarce 
resources for current consumers. On this basis, the paper has analyzed and discussed 
the connotation and characteristics of consumers’ adoption behavior for operators’ 
electronic channels.  
 Secondly, it has found critical factors affecting consumers’ adoption of operators’ 
electronic channels and constructed the consumer adoption behavior model for 
operators’ electronic channels. Operators’ electronic channels are innovative 
applications in nearly three years. There is little research on consumer adoption in 
allusion to characteristics of operators’ electronic channels. In addition, the existing 
research shows insufficient explanatory power on consumers’ adoption behavior for 
electronic channels in online and offline collaborative scenarios in mobile internet 
environment. From the perspectives of both theory and practice, this study has 
compressively analyzed the factors influencing consumers’ adoption of electronic 
channels. Through the big data analysis, theoretical derivation, expert interview and 
some other methods, it has constructed the relationships between various factors in 
the model. The model is a kind of contribution and innovation to the information 
technology adoption behavior research.  
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 Finally, after comparing the influence of factors in the model, it has summarized 
the rules of consumers’ adoption behavior for operators’ electronic channels. The 
existing studies are mostly limited to the technology acceptance model and generally 
believe that perception usefulness and perception usability are the main factors to 
promote the effect of the adoption behavior and such factors as trust are the main 
obstacles for consumers’ adoption behavior. The study has found that O2O 
door-to-door service perception and perceived integrity play an important role in the 
impact on adoption intention and affect consumers' perception usefulness. At the 
same time, in allusion to consumer's sense of scarce resources, this study has enriched 
the connotation of customer perceived value and enriched and improved the 
perception usefulness from time scarcity and money scarcity. In the meantime, 
personal cognitive style is another important factor influencing the adoption of 
electronic channels. Consumers who have thinking preference tend to be quicker to 
adopt electronic channels and feel that electronic channels show higher levels in 
perception usefulness, trust and other aspects. The influence of trust level is relatively 
unobvious on the adoption of operators’ electronic channels, which is inconsistent 
with the conclusion drawn in existing research in which the low level of trust has been 
widely thought to be an important reason that consumers refuse to use operators’ 
electronic channels. In the channel selection decisions, the influence of perceived 
value is much higher than that of trust. 
 
 
Key Words：Electronic channel; Channel selection; Behavior model;User 
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